This study aims to draw empathy between service providers and customers to generate customers voluntary performance in the retailing service creation and delivery process. To verify the impact of the empathy between service providers and customers on social exchanges and customers voluntary performance, this study draws hypotheses from the theoretical backgrounds, and to verify these, conducts an empirical analysis on shoppers who had ever purchased pesticides. The results of the analysis are summed up as follows: First, the empathy between service providers and customers has a significant positive(+) impact on the social exchange with employees and the social exchange with organization. Second, the social exchange with employees have a significant positive(+) impact on the exchange with organization. Third, the social exchange has a significant positive(+) impact on the customers voluntary performance. Those results suggest that to cause constructive customers participation in retailing service, the empathy must exist between service providers and customers. 

